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Introduction
Strategic management plays a vital role in helping organisations navigate fast‑moving and highly competitive markets. It requires a clear understanding of internal strengths and weaknesses, awareness of external influences, and the development of long‑term objectives supported by coordinated actions that enable firms to build and sustain competitive advantage (Johnson, Whittington and Scholes, 2020). This becomes even more important in industries undergoing rapid technological change, such as the automotive sector. Shifts toward electrification, autonomous systems, software‑centric vehicle design, sustainability expectations, and mobility‑as‑a‑service are transforming how automotive companies innovate and compete (Gao, Hensley and Zielke, 2022). Firms that fail to respond effectively risk losing ground to more adaptive competitors.
This report develops a strategic direction for BMW Group in response to these major industry trends. It begins by outlining BMW’s background and strategic aims, followed by an evaluation of its recent performance. A detailed strategic assessment using PESTEL, Porter’s Five Forces, SWOT, VRIO, BCG, and value‑chain analysis is then presented to examine BMW’s external environment and internal capabilities. Drawing on these insights, the report proposes strategic choices and introduces a forward‑looking strategy aligned with emerging industry dynamics. The final section offers recommendations to support BMW’s long‑term competitiveness in a rapidly evolving global market.
Overview / Background of BMW Group
BMW Group is a globally recognised leader in the premium automotive sector, headquartered in Munich, Germany. Established in 1916, the company operates across three core divisions: passenger vehicles, motorcycles, and financial services. Its brand portfolio includes BMW, MINI, and Rolls‑Royce, all positioned within the premium and luxury segments. BMW manufactures internal combustion engine (ICE) vehicles, plug‑in hybrids, and fully electric vehicles (BEVs), reflecting its long‑term commitment to sustainable mobility.
The company has a broad international presence, operating in more than 140 countries and maintaining production facilities across Europe, the United States, China, and South Africa (BMW Group, 2023). BMW is widely associated with engineering precision, innovation, and strong brand identity. In recent years, it has significantly expanded investment in electric mobility, autonomous driving technologies, and digital services. The upcoming “Neue Klasse” platform, launching in 2025, marks a major shift toward software‑defined vehicles and next‑generation EV architecture (McKinsey and Company, 2023).
BMW competes in the global premium automotive market against brands such as Mercedes‑Benz, Audi, Tesla, and Lexus. Its strategic priorities include sustainability, digitalisation, supply chain resilience, and mobility services. The company aims to maintain premium quality while advancing technological innovation and responding to regulatory pressures and shifting consumer expectations.
Strategic Intent
Vision.
BMW’s vision is “to be the world’s leading provider of premium products and premium services for individual mobility” (BMW Group, 2023). This statement reflects the organisation’s long‑term ambition to deliver exceptional mobility experiences that combine luxury, innovation and advanced technology. The vision emphasises BMW’s commitment to setting global standards in premium transportation, ensuring that its vehicles and services remain synonymous with quality, performance and customer satisfaction across an increasingly digital and sustainability‑focused automotive landscape.
Mission
BMW’s mission centres on providing high‑quality mobility solutions shaped by innovation, sustainability and engineering excellence. The company is committed to developing vehicles that combine advanced technology with strong emotional appeal, ensuring that each product reflects evolving customer expectations. Through continuous investment in research, digital capabilities and environmentally responsible design, BMW aims to deliver mobility experiences that are not only technically sophisticated but also engaging, intuitive and aligned with long‑term societal and consumer trends. (BMW Group,2023)
Objectives
BMW’s long‑term strategic objectives include:
1. Increasing the share of electric vehicles to at least 50% of global sales by 2030.
2. Advancing software‑defined vehicle development and expanding digital services.
3. Achieving climate neutrality across the value chain by 2050.
4. Strengthening supply chain resilience through diversification and localisation.
5. Enhancing profitability through operational efficiency and flexible manufacturing.
6. Expanding mobility‑as‑a‑service offerings such as BMW Car Sharing and subscription models.
These objectives reflect BMW’s commitment to innovation, sustainability, and long‑term competitiveness, aligning with major industry trends such as electrification and digitalisation.
BMW’s Current Performance
BMW Group maintained strong financial and operational performance in 2023 despite global disruptions, generating €155.5 billion in revenue, selling 2.55 million vehicles, and achieving €17.1 billion profit before tax (BMW Group Annual Report, 2023).
Electrification has been a major driver of BMW’s recent performance. The company delivered more than 375,000 fully electric vehicles in 2023, representing a 74% increase from the previous year. Models such as the BMW i4, iX, and i7 have strengthened BMW’s position as a leading premium EV manufacturer. The company aims to exceed one million annual BEV sales by 2030 (PricewaterhouseCoopers, 2023).
BMW’s profitability remains strong, supported by premium pricing, brand loyalty, and efficient production systems. However, rising battery costs, intensifying competition from Tesla and Chinese EV manufacturers, and tightening emissions regulations present ongoing challenges (KPMG, 2022).
Innovation continues to be a central focus for BMW. The company invested €7.8 billion in research and development in 2023, targeting electrification, autonomous driving, and digital technologies (BMW Group, 2023). The forthcoming “Neue Klasse” platform is expected to significantly enhance BMW’s competitiveness through improved battery efficiency, advanced software architecture, and flexible manufacturing.
Overall, BMW’s performance demonstrates resilience and alignment with industry trends, though continued innovation and supply chain strengthening will be essential for long‑term success.
PESTEL Analysis
Political
Regulatory developments strongly influence BMW’s strategic environment. The EU’s Fit for 55 package aims to reduce emissions by 55% by 2030, accelerating EV adoption (European Commission, 2022). The UK’s Zero Emission Vehicle mandate reinforces this shift (UK Government, 2023). Geopolitical tensions and semiconductor shortages have disrupted supply chains, increasing the need for resilience (Sturgeon, 2021).
Economic
Inflation, rising interest rates, and volatile raw material prices—especially lithium and nickel—affect EV production costs (PricewaterhouseCoopers, 2023). Economic slowdowns in China and Europe pose risks to demand (OECD, 2023). Although premium segments remain stable, BMW must manage cost pressures and market volatility (Deloitte, 2023).
Social
Consumers seek sustainable mobility, digital experiences, and connected services (KPMG, 2022). Younger generations prefer faster mobility (Shaheen and Cohen, 2020). Ethical sourcing shapes BMW’s value chain (Bocken et al., 2014).
Technological
Advances in battery technology, autonomous driving, AI, and software‑defined vehicles reshape competition (Gao, Hensley and Zielke, 2022). Tesla’s software leadership pressures BMW (Fisher and Pry, 2021). Industry 4.0 boosts manufacturing efficiency (Frank, Dalenogare and Ayala, 2019).
Environmental
Climate change concerns require carbon‑neutral production and circular economy practices (Geissdoerfer et al., 2017). BMW has committed to climate neutrality by 2050 (BMW Group, 2023). Regulations and consumer expectations reinforce the need for sustainable materials (Nunes and Bennett, 2010).
Legal
BMW must comply with emissions standards, safety regulations, and data protection laws such as GDPR (Voigt and Von dem Bussche, 2017). Autonomous driving technologies face strict certification requirements (Shladover, 2018). Labour regulations across global operations influence production flexibility (International Labour Organization, 2022).
Porter’s Five Forces
Competitive Rivalry – High
BMW faces strong competition from Mercedes‑Benz, Audi, Tesla, and emerging Chinese EV brands. Rapid innovation cycles intensify competitive pressure (Jacobides, Cennamo and Gawer, 2018).
Threat of New Entrants – Moderate
New EV manufacturers such as Rivian and Lucid are entering the market with strong digital capabilities (Bohnsack, Pinkse and Kolk, 2020). However, high capital requirements and complex manufacturing processes limit widespread entry.
Threat of Substitutes – Moderate
Public transport, ride‑sharing, and micro‑mobility alternatives reduce reliance on private vehicle ownership (Nunes and Bennett, 2010).
Supplier Power – High
Battery and semiconductor suppliers hold significant power due to limited availability and high demand (Ivanov and Dolgui, 2020).
Buyer Power – Moderate
Premium customers expect advanced technology and personalised experiences, giving them moderate bargaining power (McKinsey and Company, 2023).
Internal Environmental Audit
SWOT Analysis
Strengths: Strong brand equity, engineering excellence, and global manufacturing capabilities (Freyssenet, 2019). Weaknesses: High production costs and slower progress in software development (Gao, Hensley and Zielke, 2022). 
Opportunities: Growth in electric mobility and mobility‑as‑a‑service offerings (KPMG, 2022). Threats: Intensifying EV competition and regulatory pressures (European Commission, 2022).
VRIO Analysis
BMW’s brand, engineering capabilities, and global production network are valuable, rare, and difficult to imitate (Barney, 1991). Software capabilities require further development.
BCG Matrix
Electric vehicles are “Stars,” ICE sedans are “Cash Cows,” autonomous driving technologies are “Question Marks,” and diesel models are “Dogs.”
Value Chain Analysis
BMW performs strongly in research and development, manufacturing, and marketing but must strengthen digital services and software development (McKinsey and Company, 2023).
Strategy Formulation
BMW must reinforce its position in electrification, software‑defined vehicles, and mobility services while improving supply chain resilience.
Accelerate Electrification and Battery Innovation
Increasing investment in next‑generation battery technologies, including solid‑state systems, will improve range and reduce costs. Vertical integration will reduce supplier dependency (Ivanov and Dolgui, 2020).
Strengthen Software Capabilities
BMW must expand in‑house software expertise to compete with software‑driven automotive leaders. This includes over‑the‑air updates, personalised digital services, and advanced driver‑assistance systems (Gao, Hensley and Zielke, 2022).
Enhance Supply Chain Resilience
Diversifying semiconductor suppliers, increasing localisation of production facilities, and establishing strategic reserves of essential components are crucial steps for BMW to strengthen its operational resilience. These measures help reduce exposure to global supply chain disruptions and ensure greater stability during periods of uncertainty (Sturgeon, 2021).
Expand Mobility‑as‑a‑Service (MaaS)
BMW should expand car sharing, subscription mobility, and digital platforms to match shifting consumer expectations, supporting competitiveness in flexible transport markets (Shaheen and Cohen, 2020).

Flexible Manufacturing
Manufacturing platforms that produce ICE, hybrid, and fully electric models, online enable BMW to react to shifting demand and maintain efficiency (PricewaterhouseCoopers, 2023).
Proposed Strategy: “BMW Mobility 2035”
“BMW Mobility 2035” outlines a long‑term strategy centred on electrification, advanced software capabilities, sustainable production, and expanded mobility services. This approach positions BMW as a leader in premium sustainable mobility.
Conclusion and Recommendations
The automotive sector is undergoing major change driven by electrification, digitalisation, sustainability pressures and integrated mobility services. BMW remains strong in the premium market but must accelerate innovation to stay competitive. The analysis shows BMW’s engineering strengths and global manufacturing brand power, while highlighting gaps in software and supply chain resilience. The “BMW Mobility 2035” strategy focuses on electrification, software excellence, supply chain stability and mobility services. Effective implementation requires investment in battery innovation, digital capabilities, supplier partnerships and mobility platforms, alongside continued sustainability improvements across the value chain.
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